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Abstract 
Brand communications for the current theory of urban deprivation, practice 
performance status of chaos, This paper Guiyang "summer capital" of the brand 
communication as the case of urban brand communications for the theory and practice 
of some, Trying to use the theoretical basis to guide the spread of Guiyang city brand 
correctly, using empirical methods to prove and enrich the theoretical framework of 
urban brand communication. 
This article from the perspective of communication, the use of document analysis, 
focus interviews, and presents the basic theory of the spread of urban brand, and 
based on this theory, in-depth analysis of the Guiyang City in all aspects of brand 
communication practice, including the background of the city, city status and so on 
brand communication. In addition, the paper also used the survey method, the spread 
of Guiyang city brand inside and outside the public for the investigation, the audience 
of the "summer capital" city brand recognition and reputation Deng, and through 
analysis of relevant issues, to find Guiyang city branding and communications 
experience and inadequate. Emphasis on public participation in the final sum up, 
extended "summer" brand extension, pay attention to the depth of information 
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Boyne 和 Hall(2004)以及 palmer(2002)开展了利用网络进行地区品牌传播与沟通
的研究③，还有学者专门针对品牌口号在城市品牌传播中的重要作用而进行专门
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